The main purpose of this paper was to examine female roles portrayed by advertising. 
This article is organized in six parts. The first part is the introduction. In the second we present a literature review. In the third section we describe the methodology adopted. Subsequently, we present the results and discuss them taking into account previous research. Finally, the conclusion contains the implications of our results, the limitations of the study and suggestions for further research.
LITERATURE REVIEW
The literature review of this paper is composed mainly by previous research specifically related to female portrayals in advertising. However, as mass media reflects the society where it is embedded, we have included in this section a brief review of Gilberto Freyre (2003) description about female roles in Brazilian society in the XVIII and XIX centuries. As Freyre´s research is considered to be a sociological, historical and anthropological masterpiece about Brazilian society, its analysis of female positions in that period seems to be the foundation to understand messages about women that advertising has been shown to this society.
Advertising Images
There (1976) indicate that women were depicted primary: 1) in nonworking roles, 2) as low income earners, 3) in decorative roles and idle situations, 4) as having limited purchasing power. Another course of research examined the efficiency of modern women images in advertising. Jaffe; Berger (1994), for example confront two portrayals, the super woman and the equalitarian. In the first description "woman manages the demands of both job and home with little help from anyone" (Jaffe; Berger, 1994 p. 32). In the second a woman and man are responsible for same duties. Another stream of investigation has analyzed the negative social effects (also known as "unintended consequences of advertising") of idealized images in media. Martin; Kennedy (1993), Richins (1991) , Stice and Shaw (1994), Martin; Gentry, (1997) studies, for example, revealed a positive correlation between idealized portrayals in ads, self-image and self-esteem. In addition, Stephens, Hill; Hanson (1994) examined how attractive and skinny endorsers were associated to self-image dissatisfaction and to dieting diseases among women.
Not only have the idealistic portrayals of women been focused by research, but also any type of advertising images that present unrealistic elements have come under investigators close scrutiny. In his study, Everardo Rocha Guimarães, a Brazilian social Anthropologist, has concluded that advertising imagery presents a magic solution to consumer problems. His study has shown that publicity concocts "idealized narratives" which show "another life" and sell "magic solutions" (ROCHA, 1984:139) . Furthermore, the author states that whereas pleasure is always depicted extensively in mass media, loneliness, sadness, uncomforting, diseases and exploitation seem never to prevail (ROCHA, 1984) .
Women Roles In Brazilian Patriarchal Regime
According to Freyre (2003) women who lived in the patriarchal system in Brazil were confined to domestic realm. Their responsibilities were to be mother and to manage the house. Indeed, women were apart from domains as politics, education, public policies, science and literature which were controlled by men.
According to Freyre (2003) , women physical body represented an important symbol of her function in society. She should be during adolescence, pale, slim and fragile. However, after marriage it was accepted that she would become fat, deformed into a "shapeless mass", as well as, developing larger hips. In this moment she would be the housekeeper and the mother of the patriarchal family. Hence, this specialization of the body was related to their roles in society. Indeed, woman was anything else than man's "fleshly puppet". Freyre (2003) have stressed the idealization portrayal of female body by men. In this idealization woman had not only delicate feet, waist and hands, but also big breasts. According to the author, the idealization of women was a strong element of the narcissistic aspect of the patriarchal man. He dominated and "pretended to adore her in order to feel stronger" (FREIRE, 2003 p. 213). To sum up, Freyre (2003) states that in the patriarchal society women personified "fragility", "beauty" and the "domestic realm". They were restrained to "artificial situations" in order to provide pleasure to male. Finally, the author stated that Brazilian society has overcome race prejudices much easily than gender discrimination. In this way, according to the author, women's inferiority was stronger than racism in Brazil.
CONCEPTUAL FRAMEWORK
We propose that images in advertising can be organized in three different groups: stereotyped, idealized and plural portrayals. These three labels are mentioned by the literature related to female portrayals in advertising. In addition, the majority of the categories and their operational definitions come from previous research, mainly from Goffman (1979). Nevertheless, they also come from Kang (1997 (2004) studies, as it is explained in the methodology part of the article. However, some few categories were developed in a pre-test of the present investigation. Table1 below presents these three groups. 
Sample
Advertising television was the unit of analysis for this study. In addition, the population from which this sample was drawn consisted of Brazilian commercials which got an award in international and national festivals from 1973 to 2000. These pieces were obtained from a project developed by a Brazilian organization named "Museu Virtual Memória da Propaganda" (Virtual museum of advertising memory).
Twenty seven years -from 1973 to 2000 -were chosen for the study. A two stage sample procedure was employed. First, those commercials which portrayed at least one woman were retained. In addition, repeated commercials were not selected for the sample. In a second stage all the remained commercials were enumerated and a probabilistic simple sample procedure was undertaken. Finally, ninety five pieces were selected. Using this sampling technique we intended to assure that the systematization criterion was followed.
Coding Issues
Objectivity specifies that the categories of analysis are defined quite precisely. In this way, the majority of the labels employed to nominate each category, their definitions and their measurements were based on previous research. However, some few categories were developed in the pre-testing of the present study. In addition, it is important to stress that the categories of this study were not independent or mutually exclusive. The labels, definitions and sources of each category are as follows: 
Operational Rules
The operational rules for each category were taken from previous research, and were formulated as follow:
Feminine touch:  Using hands or fingers to trace the objects outlines, to hold it in a protective manner or to caress it or just to touch it. All the categories and their measurements were pre-tested by one graduate student and two professors of marketing. The three of them worked separately. When the definitions of the categories or their measurements were not clear, that is, when doubts emerged, the definitions were rewritten until they had become clear. Thus, the investigation procedures conform to content analysis conditions of pre-testing the categories and measurements.
Six graduate students were used to code the pieces of advertisements selected. There was a training period in which the coders analyzed a set of sample and learned how to work on them. In addition, this study employed an independent judge process, which means that coders were able to report autonomous assessments without inputs from the researchers or other arbiter, because each evaluator worked alone and the authors did not compose the appraiser team. Thus, the requirements of judge independence and judge training were followed. In this study the index applied was the coefficient of agreement. In addition, as we have used six judges the figure provided is the percentage of agreement between each pair of judges. The interjudge reliability index was examined to verify whether the categories and their rules did not contain any bias. Indeed, in this study these coefficients can be considered high. The lower figure was 87,5%, between rater 1 and 3. Actually, the reliability coefficients ranged from 87,5 % to 92,4%. These figures indicate that there is a high degree of consistency between the judges. These indexes are presented in table 2: Overall, a longitudinal analysis of the presence of these images through the three different decades shows that they have followed different trends. The findings by the three groups of portrayals, stereotyped, idealized and plural, are as follow:
Stereotyped Portrayals
First of all, the following pictures "Function ranking", Ritualization of subordination, Licensed withdraw, Dependent, Women as shallow declined in later years in comparison to former years. Images as Feminine touch and Window display maintained or increased its performances in the second decade (1981) (1982) (1983) (1984) (1985) (1986) (1987) (1988) (1989) (1990) ) in comparison to the first one (1973) (1974) (1975) (1976) (1977) (1978) (1979) (1980) , however, they presented a strong decrease in the last term (1991) (1992) (1993) (1994) (1995) (1996) (1997) (1998) (1999) (2000) .
Descriptions as "Body revealing clothes or nudity", "Decorative roles", "An object of ridicule have increased in later years in comparison to former years. On the other hand, images as Women as low income earners and Super women have rarely been shown through the 27 years term. Moreover, some stereotyped portrayals as Women as physically beautiful, Housewife and Irrational did not play an extremely significant position among other images; however, they were presented in ads in a regular basis during the extent of time under analysis.
Idealized Portrayals
The two idealized depictions were always well represented through the three decades of the investigation. Indeed, in comparison to the other portrayals in the study, the image "physically perfect" was one of the two which were most depicted. In addition, the pictures "Caucasian ethnic characteristics" and "Physically perfect" have increased in later years in comparison to former years.
Plural Portrayals
In relation to the plural portrayals, two of them appeared most often during the 27 years under analysis. They were: Not Caucasian ethnic characteristics and Independence. Indeed, the first one was the picture most exhibited in the 27 year-period of investigation. These two pictures maintained or increased its performances in the second decade (1981) (1982) (1983) (1984) (1985) (1986) (1987) (1988) (1989) (1990) ) in comparison to the first term (1973) (1974) (1975) (1976) (1977) (1978) (1979) (1980) . However, they presented a strong decrease in the last term (1991) (1992) (1993) (1994) (1995) (1996) (1997) (1998) (1999) (2000) . On the other hand, the pictures as "Home and family tasks equity" and "Women in a prestigious or professional or high income earners" have rarely been shown through the 27 years term. A summary of these results is presented in table 4. (the stereotyped and idealized ones) which are impregnated by prejudice against women and insinuate a hidden trace of male domination.
CONCLUSION
The main objective of this research was to examine female roles portrayed by advertising. More specifically, we wanted to understand what messages about women have been given to society through advertising and whether these portrayals have been changed during the past decades.
We understand that messages that advertising have given to society are that women are not considered equally to men.. In addition, we interpret that in Brazilian society there are many stereotypes against women and their images are used in to give pleasure to men. Furthermore, prejudices which have roots in the patriarchal regime are still impregnated in social relations in this country. Additionally, women still occupy positions that are inferior to men. Overall, female portrayals have changed over the years. However, they continued to be idealized and stereotyped. According to Sabat (2001) when publicity employs a specific image this means that this speech already exists in society. Hence, we can interpret that the categories which were most represented in this study reflect society gender relations and female roles.
Some implications to managers and publicity professionals can be drawn from this investigation. First of all, advertisers should be alert that women would like to be shown in the roles they are used to playing in society. Those professionals who choose to portray female images in a more realistic manner might benefit from their consumption. As to any research, this study has limitations that also suggest possibilities for future investigative endeavor. For instance, future research could use another technique approach to explore the same subject. Moreover, these results suggest the need for more research in female content analysis. Other studies in the area would be useful. In addition, some of the constructs and operational rules proposed in this investigation should be reanalyzed and tested.
